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Abstract 
The aim of this study is to determine the influential factors in content marketing in media 
new technology and to Model a conceptual frame for the current situation of Iran. To determine 
these factors, the Specialist councils consisting of 21 members including 7 university professors, 7 
people dealing in production, dissimilation and distribution and 7 directors of companies and 
Organizations were selected on purpose. The primary agents including 40 ones were selected 
through direct interview with specialists and the review of other professors’ interviews and the 
survey of texts and articles. This reveals 80% correlation in the opinion evaluation provided by 
Viber and the data based on Delphi procedure. Twelve influential factors in content Marketing were 
recognized in Iran and a conceptual model was planned. They are as follows: Content strengthens, 
frame proportion, proper volume, impressive design, work quality, Novel subject, coordination with 
customers’ needs, interests and tastes, and the Manufacturers’ skills, coordination with earlier 
contents, their costs and values and duration. The model tends to function as a guide for 
manufacturers to promote faith and to persuade Shopping among customers. Its implication for 
further research is to weigh these factors. 
Keywords: Content marketing, modern advertisements, Smart content  
Introduction  
Content marketing in the new media technology is a subject that despite thousands years of 
antiquity has attended more lately. However, the scope of this notice has not drawn to Iran and 
Iranian companies seriously yet. 
The content marketing in the new media technology is one of the various tools which by it 
one company can be sent its messages to its customers and is convinced them to purchase. Blogs, 
websites, social media, video, email, electronic press and so on, these tools are allowed to marketers 
which own somehow is conversed to the publisher of information and are much more affordable and 
wider than traditional communication channels like direct letter writing, advertising and public 
relation. Today man has been placed under the massive influx of advertising and sometimes this 
volume has been beaten customer advertising and missionaries take the opposite result of direct 
advertising. During the last three years, content and content marketing in the media technologies are 
one of the terms which is seen in the media widely. The content marketing in the media technologies 
is not a new subject, but the spread of technology and the reducing of the cost of production and 
supply of content caused that this strategy is considered seriously. Marketing based on content is not 
emphatic effort and recommendation on the use of modern technologies. But is the emphasis on 
changing attitudes to the function of media and media tools. Antonio Damasio of the top experts in 
urology in the world in the wrong of Descartes says: humans finally and in the last minute are 
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decided by using their sense, but are used all their power and knowledge, which is, expressed a 
logical explanation for their decisions. With these explanations, marketing strategy by content wants 
to help the potential customers by delivering content are decided better. The content marketing in 
the new media technologies is a very new term for a very old concept: surround your customers with 
information and training which they want to feel have motivation to trade with you. This affair 
requires that a special attention be paid to the content marketing in the new media technologies 
especially in Iran. Therefore, the aim of this research is the identification of effective factors on the 
content marketing in the new media technologies in Iran. Fifth step- codification of marketing 
strategy based on content. 
Research method  
This research in terms of objective is an applied research. Beside given that the objective is 
offering conceptual model, in determining effective factors is used the experts and professors’ 
opinion, therefore, the research method of this research is based on Delphi method. The data 
collection tools in the first stage is open interview, after interview is used Delphi method, the 
utilization of Delphi method is mainly with aims to explore innovative and reliable ideas or 
providing appropriate information in order to decide and by using Viber was resolved many 
negative hints of this method up to acceptable. Assembly of Expert comprised of 21 which is 
selected purposeful and is included the following groups, 7 of professors and lecturers of university 
in the related fields, 7 of production, distribution content factors, 7 of managers of companies and 
organizations. The preliminary findings of research are as tables 1, 2, 3 and 4, which are presented 
briefly. 
Table 1: Number of experts 
Total number of experts in the 
first round 
Total number of experts in the 
second round 
Total number of experts in the 
third round 
21 18 18 
Table 2:  The combination gender of experts in the final round 
Number of experts n final round Number Percentage Men Women Men Women 
18 16 2 89% 11% 
Table 3: The age combination of experts in the final round 
Number of 
experts in the 
final round 
Number Percentage 
Under 30 
years 30-50 
Over 50 
years 
Under 30 
years 30-50 
Over 50 
years 
18 2 10 6 11% 56% 33% 
Table 4: Education of experts in the final round 
Number of 
experts in the 
final round 
Number Percentaage 
PhD MA BA PhD MA BA 
18 6 10 2 33% 56% 11% 
To determine the internal consistency and validity and reliability of the model is used 
Cronbach’s alpha and dimensions have been alpha 0.89. With the correlation coefficient of 
converging-diverging is measured the correlation of each factor in relation to the other factors. 
Which the results in the table number 5: 
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Table 5: The correlation of twelve factors to each other and with each other 
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Table 6: The results of first round- the identification of effective factors by experts  
                                               Code of expert
 
Title of effective factor 
1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 val
ue 
Supplement advertising 0 0 1 1 0 0 0 0 0 0 1 1 1 1 0 0 1 0 7 
Selected media 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 
Appropriate size 1 1 1 1 1 1 1 0 1 1 1 1 1 1 1 1 1 1 17
Changing the regime of consumption 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 
Quality of work 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 18
Building culture 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 
Coordination with customer need 1 1 1 1 0 1 1 1 1 1 1 1 1 1 1 1 1 1 17
The introduction of after-sales service 0 0 0 0 0 1 1 1 1 1 1 0 0 0 0 0 0 0 6 
Competitorsperformance 1 1 0 0 1 0 1 0 1 0 0 1 1 0 0 1  1 9 
Coordination with the previous content 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 18
Education 0 0 0 1 0 0 0 1 0 0 0 0 0 0 1 0 0 0 3 
Low profit 0 0 0 0 0 1 0 0 1 0 0 0 1 0 0 0 0 0 3 
Being fit and valuable 1 1 1 0 1 0 1 1 0 0 0 1 1 1 0 1 1 1 12
Strengthen the spiritual sense 1 1 0 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 17
Boost of self-esteem 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 18
Introduction and payment model 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 18
Novel subject 0 0 0 1 0 0 0 1 0 1 1 1 1 1 1 1 0 1 10
Stunning design 0 1 1 0 0 0 0 1 0 0 0 0 1 1 1 1 1 0 8 
Create internal motivation 0 1 0 1 1 1 0 1 1 1 1 1 1 0 0 1 1 0 12
Using the internet 0 1 1 1 0 1 1 0 0 1 1 1 1 1 1 0 1 1 13
Management style 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 
Continuity and syustainability 0 0 1 1 0 1 0 1 0 0 0 0 1 1 1 1 1 1 10
The less finished cost 1 0 0 1 1 1 0 1 1 0 0 0 0 0 0 0 0 0 6 
Product differentiation 1 1 0 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 17
Type of goods and services 1 1 0 1 1 1 1 1 1 1 1 1 0 0 0 0 0 0 11
Culture of society 1 0 1 0 0 0 0 0 0 0 0 0 1 0 0 0 0 0 3 
The skill of production factors 0 0 0 0 0 0 0 1 1 1 0 0 1 1 1 1 1 1 9 
The governor lows 0 1 1 0 1 0 1 1 0 1 0 1 0 0 0 0 0 1 8 
Distribution technology 0 0 0 0 0 1 0 0 0 0 1 0 0 1 0 0 0 1 4 
Distribution network 0 0 0 0 0 0 0 0 0 0 0 0 1 1 1 1 1 1 6 
Content integrity 1 1 1 0 1 0 0 0 1 1 0 1 0 0 1 1 1 0 10
Format fitness 1 1 1 0 0 0 0 0 1 1 1 0 0 1 1 1 1 1 11
Being feeling of customers 0 0 1 0 0 1 1 0 1 1 1 1 0 0 0 0 0 0 7 
Brand reputation 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 
Coordination of product with the purchasing 
power 0 0 1 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 1 
Satisfaction 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 
Coordination with the tastes and interests 0 1 1 1 1 1 1 1 1 1 1 1 0 1 1 1 1 1 16
The credit of sender message 1 0 0 0 1 0 1 0 0 0 0 0 0 0 0 0 0 0 3 
Timeliness of send message 1 0 1 0 0 0 0 0 0 0 1 0 0 0 0 0 0 1 4 
Fitness space of send message 1 1 0 0 1 0 1 0 1 0 0 0 0 0 1 0 0 0 6 
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It should be explained multi-expert opinions which are absent in the next levels is also 
deleted in this table. 
Table 7: The results of second round- the identification of effective factors by experts  
  
                                    Code of expert 
Title of effective factor 1
 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 val
ue 
Supplement advertising 0 0 1 1 0 0 0 0 0 0 1 1 1 1 1 0 1 0 8
Appropriate size 1 1 1 1 1 1 1 0 1 1 1 1 1 1 1 1 1 1 17
Quality of work 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 18
Coordination with the customers need 1 1 1 1 0 1 1 1 1 1 1 1 1 1 1 1 1 1 17
The introduction of after-sales service 0 0 0 0 0 1 1 1 0 0 1 0 0 0 0 0 0 0 4
Competitors performance 1 0 0 0 0 0 1 0 0 0 0 1 0 0 0 0 0 0 3
Coordination with the previous 
content 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 18
Being fit and valuable 1 1 1 0 1 0 1 1 0 1 1 1 1 1 0 1 1 1 14
Strengthen the spiritual sense 1 1 0 1 0 1 0 0 0 1 1 0 1 0 0 0 0 1 8
Boost of self-esteem 1 1 0 0 0 0 0 0 0 0 1 1 0 1 0 1 0 1 7
Introduction and payment model 1 1 1 0 1 1 0 0 0 0 1 1 1 0 1 0 0 0 9
Novel subject 0 0 0 1 0 0 0 1 0 1 1 1 1 1 1 1 0 1 10
Stunning design 0 1 1 0 1 1 1 1 0 0 0 1 1 1 1 1 1 0 12
Create internal motivation 0 0 0 0 1 0 0 1 1 0 0 0 0 0 0 0 0 0 3
Using the internet 0 0 0 0 0 1 0 0 0 0 0 0 0 0 0 0 0 0 1
Continuity and syustainability 0 0 1 1 0 1 0 1 0 1 0 0 1 1 1 1 1 1 11
The less finished cost 0 0 0 1 1 1 0 1 1 0 0 0 0 0 0 0 0 0 5
Product differentiation 0 0 0 1 1 0 1 1 0 1 1 0 1 1 1 0 0 1 10
Type of goods and services 0 0 0 1 0 1 1 1 0 0 1 0 0 0 0 0 0 0 5
Culture of society 0 0 1 0 0 0 0 0 0 0 0 0 0 0 0 1 1 0 3
The skill of production factors 1 1 0 0 1 1 0 1 1 1 0 0 1 1 1 1 1 1 13
The governor lows 0 1 1 0 1 0 1 1 0 1 0 1 0 0 0 0 0 1 8
Distribution network 0 0 0 0 0 0 0 0 0 0 0 0 1 1 1 1 1 1 6
Content integrity 1 1 1 0 1 0 0 0 1 1 0 1 0 1 1 1 1 0 11
Format fitness 1 1 1 1 0 1 1 1 1 1 1 0 0 1 1 1 1 1 15
Being feeling of customers 0 0 1 0 0 1 1 0 1 1 1 1 0 1 0 0 0 0 8
Coordination with the tastes and 
interests 0 1 1 1 1 1 1 1 1 1 1 1 0 1 1 1 1 1 16
Fitness space of send message 1 1 0 0 1 0 1 0 1 0 0 0 0 0 1 0 1 0 7
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Table 8: The results of final round- the identification of effective factors by experts 
It should be noted that factors with matching scores with acceptable are seen in table 9, also 
multi-expert opinions which are absent in the next levels is also deleted in these tables and for all 
experts was sent the binomial definition of operating in the beginning to prevent of each carotenoid 
in the definition. At the end of conclusion, the experts opinions with Delphi were not asked the 
factors which have the score lower than 20 percent of final score (4 of 20) based on the preliminary 
contract which have been based on the 80% compatibility of replies. 
Accordingly, is done transmission and replies is received for the last time, as it can be seen 
the replies of second round more than 80% is matched with a tolerance of plus minus one, in the 
event that would not have happened this adaptation are continued the fourth and fifth and so on 
rounds to create considered adaptation. The analysis of data from end-stage of Delphi Viberis 
showed filed twelve factors are included: content integrity, format fitness, appropriate size, stunning 
design, the quality of work, novel subject, coordination with customers need, coordination with 
tastes and interests of customers, the skill of production factors, coordination with the previous 
factors, being fit and valuable, continuity and sustainability. 
 
 
            Code of expert 
 
 
Title of effective 
factor 
1 2 3 4 5 6 7 8 9 10
 
11
 
12
 
13
 
14
 
15
 
16
 
17
 
18
 
val
ue 
Appropriate size 1 1 1 1 1 1 1 0 1 1 1 1 1 1 1 1 1 1 17 
Quality of work 0 1 1 1 1 1 1 1 1 1 1 1 1 1 1 0 1 1 16 
Coordination with the 
customers need 1 1 1 1 0 1 1 1 1 1 1 1 1 1 1 1 1 1 17 
Coordination with the 
previous content 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 18 
Being fit and valuable 1 1 1 0 1 0 1 1 0 1 1 1 1 1 1 1 1 1 15 
Novel subject 1 1 0 1 0 1 0 1 1 1 1 1 1 1 1 1 1 1 15 
Stunning design 0 1 1 0 1 1 1 1 0 1 1 1 1 1 1 1 1 1 15 
Continuity and 
syustainability 1 0 1 1 1 1 1 1 0 1 1 0 1 1 1 1 1 1 15 
The skill of 
production factors 1 1 0 0 1 1 1 1 1 1 0 1 1 1 1 1 1 1 15 
Content integrity 1 1 1 0 1 0 1 1 1 1 0 1 1 1 1 1 1 1 15 
Format fitness 1 1 1 1 0 1 1 1 1 1 1 1 1 1 1 1 1 1 17 
Coordination with the 
tastes and interests 1 1 1 1 1 1 1 1 1 0 1 1 0 1 1 1 1 1 16 
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content 
marketing
Conclusion 
The offered model is as conceptual model as following figure, which in this research named 
the model “Faraz2”. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 2: The “Faraz2” model the conceptual model of effective factors on the content 
marketing in the new media technologies in Iran (References: Mahdizadeh et al, 2015) 
This model can be the guide of content creators to promote loyalty and encourage of 
purchase in the eyes of customers. The results show the twelve factors in the opinion of chosen 
experts have the highest importance and impact in the content marketing in the new media 
technologies in Iran, as mentioned these twelve factors are included: 
1. Content integrity: Means the content should be started from a certain point and is finished 
at a certain point after the set process and framework. 
2. Format fitness: The format fitness with content is an old and challenge debates of 
production and distribution or content distribution, therefore is specified with comments, which 
were extracted of the experiences and opinions of experts in the open interview. 
3. Appropriate size: Is obvious the today human have not mood to read long articles and to 
watch advertising and few dozen hours films, the size should be set in a way that do not take more 
than 5 minutes of audience and customer.  
4. Stunning design: The design of scenario and main idea can be encouraging more, provided 
that is along with a stunning design even in the graphics field and even technical and psychology of 
color and localization and etc. 
5. The quality of work: The quality in the today world say the first word, if the content is 
pictorial in addition to pixels of work should be respected the quality in the all levels of the welfare 
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of the staff to used lighting and system and computer to brands and so on, generally is offered a 
valid work in every respect. 
6. Novel subject: The repetitious subjects are boring an annoying and will not have little 
effect. 
7. Coordination with customers need: Undoubtedly should be analysis recognition the 
customers and is searched the reasons for their potential, in the way of recognition of customers, the 
first step is understanding of their needs. 
8. Coordination with the tastes and interests of customers: The visibility of content is depend 
on the coordination with the tastes and interests of customers and being visible is prerequisite of 
influence.  
9. The skill of production factors: What will affect the other eleven factors unbelievably it is 
nothing except the skill of production factors of content, which will be affected of it from the choice 
of subject and format to injection of creativity and innovation. 
10. Coordination with the previous content: The lack of contradiction in all things, which is 
offered as content, is the condition of confidence of creating heart confidence in the receiver of 
message. 
11. Being fit and valuable: The worthless nature of the copy contents from the other methods 
and or imitative works is revealed and soon will have unpleasant effect on the minds strongly. 
12. Continuous and sustainability: the customer and audience should be bombing of content, 
in the other words, in the offering of a secret message in the content should not be spent stinginess 
and so in this work should be sustainability and continuous to produce success and is realized the 
objective. 
Suggestions 
For the future researches is discussed the suggestion of weighting of these factors, in this 
case will be able to evaluate the contents and to asses them. The weighting of these factors can be 
fuzzy or non-fuzzy, therefor in this relation, the suggestion is that due to the uncertainty inherent at 
the heart and nature of the subject is used fuzzy numbers and or fuzzy logic. 
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